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BRIDGING THE GAP BETWEEN IMAGE PROJECTED BY AN OIL 
COMPANY AND THE REPUTATION HELD BY COMMUNITY 
STAKEHOLDERS
 
 
 
 
Abstract ─ 
The study analyses the gap between the corporate social investments (CSI) 
projected by a petroleum company, and the community expectations about the 
company’s CSI and consequently on the impact these perceptions have on the 
company’s reputation among these stakeholders. Two-step qualitative research 
design was used for this study. During the first stage of content analysis of a sample 
of news releases about the company’s CSI initiatives, available on the company’s 
website were analysed to identify how the company projects its CSI identity. In the 
second stage, three focus groups were conducted with the community members to 
identify the community perceptions about the company’s CSI initiatives and their 
impact on the company’s reputation among the community. Data collected from the 
study revealed that the CSI initiatives implemented were effective in contributing to 
the social transformation; however, the organisation did not address the local 
community’s concerns regarding environmental concerns. Communicating CSI 
image effectively can assist in building a company’s reputation and developing a 
positive perception from the stakeholders, which can result in a good 
organisational reputation. The value of the study is to understand the impact of 
communicating CSI to stakeholders has inbuilding perceptions of the organisation 
in a community where the oil company operates. For ethical purpose, the authors 
used a pseudonym to disguise the name of the organization and host community. 
 
Key Words: Corporate social investment, Environmental sustainability, corporate 
image, reputation, Stakeholder perceptions 
 
1. INTRODUCTION 
In the twenty-four years of South Africa’s democracy, organisations have slowly 
shifted from being merely profitable entities to taking accountability towards 
developing the society where they operate in. Companies have important 
  2 
responsibilities to ensure that they contribute towards improving the economic 
disparities previously perpetrated by the apartheid regime, which can reinforce their 
public image through communicating their CSI to stakeholders. Golob, Lah and 
Jancic (2008:83) argue that modern business practices use corporate social 
investment (CSI) to form a feasible strategy for companies; however, Rindell 
(2013:208) suggests that these companies use various means to influence 
stakeholders while creating a positive tactic to communicate organisational identity 
with their stakeholders. Communicating CSI has played a noteworthy role in 
contributing towards social and economic issues. However, with the severity of 
environmental impacts; companies can no longer use CSI communication as a tool 
to deviate from being held accountable for environmental concerns. Lim and Yang 
(2016:400) argue that stakeholders that view CSI aim as only benefiting the 
company can react negatively towards the activities, while CSI initiatives with 
attributes such as trust, honesty, and goodwill have the potential to strengthen the 
organisation’s image positively.  
Communities need businesses that care about people and preserving the 
environment and not organisation’s whose existence is merely based on making a 
profit. The study investigates the impact of slow social and economic growth in a 
host community with one of South Africa’s most profitable petrochemical business, 
by looking at how they communicate and engage stakeholders in their corporate 
social investment initiative. Communication discourse should not be taken for 
granted, as it can be used as a tool to articulate the challenges of corporates and 
encourage organisational openness. In support of the above, Crumpton (2011:126) 
thinks that communication is the first point of helping to drive transparent 
behaviour which keeps people from having uncertainties and presents them with 
sufficient information which is reliable. Public relations practitioners who are the 
driver of corporate communication have a responsibility to report information on 
CSI initiatives without creating impractical impressions.  
 
1.1. Background to the study 
The data collected in this study was part of a master’s dissertation conducted and 
submitted to the Vaal University of Technology. The community stakeholders 
selected was from the surrounding areas of Nokeng, which is in the Vaal Triangle 
in the Free State province. The township of Nokeng has one of the oldest plants for 
petrochemical production in South Africa, which forms a core industry for the area 
and surrounding townships and is the source of most households’ incomes. The 
researchers set out to conduct an analysis on the way a global oil-company in an 
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area called Nokeng in South Africa, communicate its image through CSI with the 
community stakeholders as means to build their organisational image. Ako 
(2012:13) states that global companies in the developing countries battle to see the 
value that corporate social responsibility (CSR) brings to local communities, and 
often have a misconception of thinking CSR structures can only be successfully 
implemented in developed countries.  
In the early 1950’s near the Southern banks of the Vaal River, a town in the Free 
State area called Nokeng came to existence due to a petrochemical industry called 
Kwena (SA places, 2017). Nokeng falls under the Metsimaholo Local municipality 
which has a population of approximately 149 108 people, with 32.1% of the 
unemployment rate – and the youth’s unemployment standing at a high rate of 
41.6% (Statistic SA, 2017). In South Africa, the youth unemployment stands at 
about 73% and the rise of unemployment in the country was recorded at 25% to 
36% with the inclusion of discouraged workers (Labour Force Survey, 2011:08). 
The alarming youth unemployment statistic threatens the socio-economic growth 
of the community, and private organisations such as the petroleum company have 
a commitment to give back to the community by empowering the people to have a 
better quality in life. When businesses structure their CSI projects to work in line 
with the community stakeholders, the initiatives can reinforce the community 
relations and foster a stable business environment. 
Stakeholders often overlook the company’s CSI activities and construct their views 
based on the superiority of products and services, which can convey a positive 
image regarding the business (Poolthong & Mandhachitara, 2009:422). The oil 
company uses narratives as an impression management approach to constructing a 
positive image. An increase in CSI studies since 2006 in public relations research, 
indicate challenges that need to be addressed regarding the  studies around CSI 
practices and communication, which creates a gap for future research to investigate 
this phenomenon (Lee, 2017:217); it is imperative to try and understand how CSI 
can influence the opinions of stakeholders’ responses when the company has issues 
with the community (Park, 2017:190). In this study, the researchers investigate how 
the CSI programmes influence the community's perceptions of the company's 
image. The study analysed whether the Nokeng community stakeholders’ 
perceptions are congruent with the projected corporate image as represented in 
Kwena's media releases (MR). One of the roles of public relations is to manage and 
strengthen stakeholders’ relations through communication, and this can be achieved 
by executing corporate social investment activities.  
  4 
Organisations use corporate social investment (CSI) activities as a strategic 
approach to assisting in decreasing poverty and inequality, building or improving 
infrastructure, creating job opportunities, providing primary healthcare, enhancing 
skills training and education. However, there is a gap between the organization’s 
CSI activities’ deliverables and the local community’s expectations on corporate 
social investment initiatives. The study identified the following research questions 
to address:  
RQ1: What is the petrochemical company’s projected CSI image towards the local 
community? 
RQ2: What do stakeholders expect from CSI activities implemented in the 
communities by the petrochemical company? 
The study is pertinent to understanding community relations by identifying the 
community’s perceptions of the firms’ CSI and aligning them with the 
organisations’ CSI activities, which are communicated through MR. 
 
2. LITERATURE STUDY 
2.1. The South African context of CSI  
South Africa as a developing country faces enormous economic, political and social 
challenges, which is a result of former racial discrimination dating back from the 
apartheid era. Skinner and Mersham (2008:240) explain that the concept of CSI is 
new for South African businesses, and it is a business phenomenon that is 
implemented to help tackle the socio-economic disparities in the country. In South 
Africa, the historical background has influenced a shift of the meaning of CSR and 
adopted a new concept of corporate social investment (CSI), which can be used as 
a good example on the success of public sector in implementing a strong policy 
support for good CSR practices (Mersham & Skinner, 2016:111). Replacing 
“Responsibility” with “Investment” encourages businesses to have a paradigm shift 
in social responsibility, and to adopt an optimistic perception of working with 
community stakeholders on a long-term basis. Socio-economic challenges have 
stimulated the government to take necessary measures by formulating a national 
development plan (NDP) which is a strategy to be carried out till 2030 and seeks to 
create equal opportunities for all people from previously disadvantaged 
backgrounds. Ako (2012:13) believes that countries have a different approach in 
how they plan and theorize CSR structures, which creates confusion of which 
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strategy is best in achieving an effective CSI framework that meets community 
expectations due to the differences in economic statuses.  
Corporate social investment is a long-term commitment by companies to constantly 
contribute in ensuring that they use a margin of their profit to help develop the 
surrounding communities and improve infrastructure to better the quality of 
external stakeholders’ life. Organisations achieve respectable perceptions from 
stakeholders when they engage in applicable CSI activities and are likely to change 
their behaviors and influence reputation beliefs through the organisations’ quality 
service; however, CSR initiatives don’t acquire much credit in increasing 
organisational reputation, in comparison to the way consumers trust and perceive 
the quality of products/service presented (Poolthong & Manhachitara, 2009:422). 
Companies in South Africa need to start prioritizing and emphasizing the 
importance of CSI practices for economic growth and personalize CSI activities to 
influence the community stakeholder’s perceptions. CSI projects need to be planned 
and arranged in a way that it contributes to the uplifting of the communities and 
meet the expectations of the society. 
 
2.2. Communicating CSI to achieve community trust 
Access to information such as company information or MRs has increased due to 
the developments in technology, and it has become easy to search or access 
information about a certain company using the internet. One of the most important 
task for a communications professional is to always uphold trust in the public and 
trust will ultimately influence individual’s views (Bekmeier-Feuerhahn & 
Eichenlaub, 2010:349). Although there is a huge absence of face-to-face 
interaction, trust can be established through consistent reliable information 
exchange. Just like reputation, trust takes time to develop and can easily be lost. 
Campbell, Herman and Noble (2006:193) argue that an individual’s lack of trust 
can be based on personal experiences about the company, which can influence their 
perception of the company’s image. An everyday interaction with the organisation 
creates a relationship that can foster the legitimacy of the organisation through 
feedback or two-way communication.  
Communication is imperative in informing stakeholders about the CSI plans, and 
to ensure that the community stakeholders understand and engage in the activities 
carried by the organisation. Golob, Lah and Jančič (2008:93) state that the manner 
of how companies identify the value and expectations of stakeholders is crucial in 
communicating CSI.  Organisations need to first try to analyse or comprehend the 
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conditions affecting the society; to be able to contribute towards building a 
community and helping to tackle socio-economic challenges. Communication also 
plays a role in instilling community relations and can help strengthen relationships 
between the company and its community stakeholders.   
 
2.3. Managing impression and stakeholder approach 
Businesses need to take in consideration the needs of the society in which it operates 
in, and cultivate relationships with the society in order to grow. Maier (2015:30) 
defines stakeholder theory as a strategic approach by organisations to be responsible 
towards the community in which they operate in and to assess how they impact the 
host communities and the people without being profit driven. The stakeholder 
theory looks at how organisations can treat their stakeholders or foster relationships 
with targeted groups to be able to assist in dealing with societal problems which 
may hold back the success of the business. Stakeholder theory was developed in the 
1980s through the effort of Freeman and was later popularized in the 1990s. 
According to Freeman (1984:46) any group or individual that is directly or 
indirectly affected by the organisation or affects the way business may operate, is 
known as a stakeholder.   
Businesses are highly dependent on stakeholders for survival, primary stakeholders 
(consumers, internal managers or employees) and secondary stakeholders 
(governments, Non-government organisations or media outlets) are important 
target groups that are influenced by companies. Businesses convey different 
messages to different stakeholders; this can influence the stakeholders to perceive 
the company in a certain way and gain their trust. Benson, Brau, Cicon and Ferris 
(2015:841) believe that Impression Management (IM) is used as a communication 
tool, with the intent to use narratives to influence the stakeholders to have a positive 
perception towards the organisation. Impression management is used to convey 
messages in a favourable manner, to persuade stakeholders and create a positive 
reputation. Businesses can sometimes mislead the stakeholders by using impression 
management to report on environmental issues, this can influence actions and 
behavioural changes by communicating positive messages only (Sandburg & 
Holmlund, 2015:679).      
 
3. METHODOLOGY 
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The data was collected in a two-step qualitative research design. The first step was 
through document analysis, and the second step was focus groups. Document 
analysis of the media releases (MR) pertinent to the organisations’ CSI was 
conducted. Purposive sampling was used in selecting the MRs that contained 
content on Nokeng area. Media releases were retrieved from the Nokeng website 
during the 27 months of data collection. The researchers collected data from 2015 
to 2017, and only considered MRs related to the Nokeng community, other areas 
were excluded and only focused on the CSI category.  
The focus group discussions were used as the second source of information, and 
data was collected by means of three focus groups conducted with the community 
stakeholders. The first sample identified was the oil company's CSI MRs. Thirteen 
(13) MR articles were downloaded from the company’s website, which reported on 
the corporate social investment activities around the Nokeng area. The MRs 
analysed were downloaded from January 2015 to April 2017, and all other MRs 
from outside that period were excluded.   
The researchers used a qualitative research design to collect and analyse data. When 
researching about real experiences in a community setting, qualitative research is a 
leading method in trying to understand and extract information about the 
population's involvements concerning the research phenomena investigated 
(Guercini,2014:663). Tortorella, Viana, & Fetterman (2005:231) believe that 
qualitative research used in the study is effective when gathering people with the 
same characteristics to answer the research question through focus groups.  
The advantage of using focus groups is that they create an open and cooperative 
space for dialogues, and make it easier for participants to be able to clearly recall 
their experiences with the organisation (Harding, 2013:23). The sample of 18 
individuals was chosen from the population of Nokeng area.  Stokes & Bergin 
(2006:28) suggest that to gather information about experiences of stakeholders from 
different backgrounds, the researchers must consider group dynamics as means to 
allow a flowing setting with participants willing to contribute their ideas on the 
research topic. The researchers segmented the groups according to age, gender, 
education level, and employment status, to get different viewpoints from different 
local community members. Each group consisted of six individuals who were 
permanent residents from Nokeng and were purposely selected from different 
townships in the Nokeng area. Purposive sampling was used to justifiably select the 
targeted sample population; to assist the researchers to obtain viewpoints from the 
society regarding the research topic investigated (Leedy & Ormrod, 2014:221). The 
sample which was identified included community activists from a Non-profit 
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organisation (NPO) in the area.  According to the National Development Plan 2030 
Executive summary (2011:27), Non-governmental organisations (NGO) play a 
vital role in poor communities and other societies through encouraging unity and 
enhancing social and employment projects. Secondly, undergraduate students 
residing in Nokeng took part in the second focus group which was conducted at a 
university in Vanderbijlpark. University students were mostly informed about 
social issues and were involved in social activities such as community outreach 
programmes. Lastly, the unemployed community members formed the third focus 
group, and were selected due to the alarming unemployment rate in the area . The 
researchers reached data saturation after conducting three focus groups and had 
initially set out to interview 24 participants. The focus group discussion took place 
in Nokeng and a university in the Vaal Triangle.   
The discussions took roughly about 60 minutes per group. Before taking part in the 
conversation, each participant was handed an information leaflet explaining the 
purpose of the research. The focus groups discussions were recorded and were later 
transcribed. Data was analysed using the thematic analysis. Data was simplified 
using an analytic method, which categorised raw data into eloquent components 
which were further expanded and grouped into themes representing a broader 
notion (Denscobe, 2004:270). The themes were subsequently expanded and formed 
new subjects aligned with the study, which was later validated with findings from 
other authors.  
 
4. FINDINGS 
4.1 Media release analysis 
On the first step of the analysis, the communication areas of the MRs of the Kwena 
firm were analysed. The below diagram indicates the findings from the documents 
analysis from the MRs published by the organisation, from their website 
communication about CSI identity.  
 
 
 
 
Figure-1: Kwena’s CSI communication themes in media releases (2015-2017) 
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Source: Ralehoko, Oksuitycz-Munyawiri and Maleho: 2017: 63. 
Figure 1 indicates the different CSI areas communicated by the petrochemical 
company, which was identified through the thirteen published MRs. The 
researchers analysed the messages communicated in the organisations’ CSI 
activities, and identified the key areas of involvement by the organisation. The 
grouping of the key areas of involvement developed major themes from the 
organisations’ CSI communication, which were environmental conservation, 
primary healthcare, sports and active lifestyle, education and skills development, 
and socio-economic development. The National Development Plan 2030 Executive 
summary (2011:28) has identified a framework of key capabilities needed for 
improving life and assisting with standard living as nutrition; housing, water, 
sanitation and electricity; transport; education and skills; safety and security, 
healthcare; employment; recreation and leisure; and clean environment. The key 
capabilities identified by the NDP 2030 are also reinforced and similar to the CSI 
areas which the petroleum company is involved in through their CSI initiatives. The 
findings reveal how the organisation positions itself as being supportive towards 
contributing to social and economic growth, through their CSI initiatives but lacks 
informative communication about preserving the environment. In line with the 
findings, the researchers further analysed the perceptions of the community 
stakeholders based on the image, reputation and environmental aspect. 
 
4.2 Focus group analysis 
Perceptions regarding the organisations reputation  
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On the second stage of analysis, the researchers analysed the focus group 
discussions on how the participants felt about the different CSI initiatives 
performed by the petroleum company and opinions on how these projects can be 
improved.  
 
Environmental preservation 
One of the concerns identified by the respondents was regarding the organisations’ 
overwhelming smell coming from the fumes emitted from the plants. Below were 
responses from the groups about their opinion on whether the petroleum 
organisation cares about the environment or not: 
Participant F in Group 2 (PFG2) explained: “...it [smell] becomes so 
overwhelming for Nokeng. That’s where I feel like they do not care about the 
environment, the people that are living in the environment because the fumes are 
all going towards the location direction.” 
PDG2 suggested: “They can look for ways in how they can control the pollution 
that they are making every day.” 
PAG3 mentioned: “The image that they are portraying is not really the truth when 
it comes to the environment”. 
According to Aghalino and Eyinla (2009:177), in the oil industry it seems that the 
ultimate repercussions of companies helping to develop the community are 
accompanied by pollution. Unfortunately, there are no good ramifications related 
to polluting the environment, but only leads to health-related issues and damaging 
the environment. The complaints from the respondents point out an important 
element about pollution which seems to be ignored by most petroleum organisations 
and has become a matter which needs to be addressed. The organisation needs to 
change the dialogue about pollution and contribute towards conserving the 
environment, and participating in projects that will reduce the environmental 
pollution. Operating in the oil industry can come with dreadful impacts to the 
environment, economy and the society, and if the organisation implement or 
manage its CSI initiatives effectively this may add to avoiding community agitation 
in the future (Ako, 2012:12). The outcomes from the focus group expressed 
concerns regarding pollution created by the oil-company around the community, 
and raised questions on how the company aims to control or reduce air pollution. 
 
Image and reputation 
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The findings from the data extracted from the focus groups discussion indicate that 
a bulk of respondents hold the following views about the oil company:  
PCG1 explained: “[My] Perception is that Kwena is trying hard to assist, on their 
obligation on social development.” 
PDG3 revealed: “Well I can say that Kwena has contributed to the economic 
development, to a job creation and educational development.” 
The manner, in which the external stakeholders describe the organisation, is a clear 
indication of how they feel about the organisation and the work that the company 
does around the community. McDonald (2016:07) requests businesses to show 
interest in becoming more closely involved in developing a personal or community 
relationship, through participating in socially responsible initiatives that will help 
build trust and benefit the society at large. The finding from respondents expresses 
the general perception from the respondents about the organisational image, and in 
most cases is inversely related to the way the organisation communicates or engages 
with the stakeholders. 
PFG2 mentioned: “Some [people] have positive feelings towards Kwena. Some 
[people] have negative”. 
PDG3 stated: “Kwena is not a bad company; it is a company that one would work 
for but in terms of the image if they could just work on certain issues”. 
Although few people did not have the same confidence in the organisation as 
demonstrated by participant F in group 2, however, the findings show that most 
people are cheerful about the image that the organisation portrays through their 
communication and the corporate social investment activities. Corporate social 
investment offers room for evaluation and improvement, and this must be linked 
with the community’s expectations. The respondents widely held the notion that the 
organisation is doing a good job through their corporate social investment projects. 
 
 
5. DISCUSSION 
The communication approach by the petroleum company includes publishing MRs 
via their website, about the different CSI activities which they are involved in 
around the Nokeng community. The organisation published 13 MRs from the 
period of January 2015 to April 2017, which were directly linked to the CSI 
activities which were performed in the Nokeng community. The findings indicate 
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that the key areas of CSI represented in the MR were: environmental conservation, 
primary healthcare, sports and active lifestyle, education and skills development, 
and socio-economic development are areas of communication identified which are 
communicated by the company. All the areas above are linked to the NDP 2030 key 
capabilities which are aimed at decreasing inequality and poverty, by tackling social 
issues which affect the economy of the nation.   
The image projected through the CSI themes identified is very important in the 
positioning of the organisation as being socially responsible. The messages in the 
MRs are proactively constructed to make the petrochemical firm look like a 
company that cares about the community in which they operate in, which is one of 
the powerful means to project an image using CSI. 
In South Africa, companies are expected to be responsible towards their 
communities due to the high gap of inequalities in socio-economic variables. The 
challenges of creating job opportunities create a predicament which follows a slow 
growth of the economy. Lack of young people contributing to the economy in South 
Africa has affected the growth of the Gross Domestic Product (GDP), which is a 
major constraint in the transformation of the nation’s economy (Labour Force 
Survey, 2011:10). It is vital that the organisation communicates their true identity 
and subsequently implement CSI activities which will have a positive impact on the 
society. 
Interestingly, the majority of the community was impressed about Kwena’s CSI 
activities and were familiar with most of the organisation’s CSI programmes. The 
CSI activities shaped their views about how important the organisation’s 
contribution to the community is, which has influenced the community 
stakeholders’ perceptions of the value that Kwena creates in developing the 
community. Due to the growth in socio-economic inequalities, the communities’ 
expectations are relatively increasing. Companies that communicate their CSI 
activities effectively with the community and engage stakeholders in decision-
making processes can strengthen their community relationships. Creating an 
interactive platform with community stakeholders can assist the organisation to 
create a dialogue about various concerns that the community encounters, and 
cultivate further discussions about possible resolutions to meet the expectations.  
The community expresses the view that there is minimal interaction between the 
community and Kwena make it hard for the people residing in Nokeng to voice out 
their opinion about the issues pertaining to environmental damage, in particular, air 
pollution.  Participants in the study indicated that the organisation does not engage 
with the community about their expectations regarding CSI activities, which 
  13
hinders with a multi-stakeholder approach to overcoming socio-economic 
challenges. There is no platform that allows the organisation to engage and consult 
with stakeholders before implementing their CSI initiatives. Idemudia (2011:02) 
state that in South Africa and other developing countries, companies generally 
focus highly on improving public infrastructures such as roads, hospitals and 
community centers due to the lack of reporting or creating awareness concerning 
environmental sustainability. Kwena is one of the South African firms which it has 
neglected to report on environmental sustainability or engaging the community on 
CSI activities which address concerns about the environmental pollution. However, 
the community was content about the contribution made by Kwena in improving 
public infrastructure, providing healthcare, developing incubation hubs for 
supporting small businesses, building community centers and educational facilities. 
Environmental degradation impacts the community in multiple ways and is 
associated with health-related issues. Respondents seem to be happy with the 
organisational image and are expecting the organisation to report on the means to 
manage or reduce the air pollution. Lim and Yang (2016:400) state that if the 
society believes that the reasons for CSR are merely to benefit the organisation, this 
can prompt stakeholders to have negative responses, but if the business wants to 
create a positive corporate image then it must ensure that its CSI activities imprint 
trust and honesty in the society. This paper forms part of a growing development 
around research in South Africa and Africa, which is related to lack of 
environmental sustainability reporting and CSI communication implications and 
reputation management. Due to the limitation of resources, the study was only 
conducted in the Sasolburg area. Future studies can conduct research with a larger 
sample and conduct research on other provinces with a petrochemical company. 
 
6. CONCLUSION 
Corporate social investment communication is an integral part of building 
relationships and supporting the socio-economic structure of a nation. Petroleum 
companies in developing countries that operate in low-and-middle income 
communities have a huge responsibility to meet the expectations which come from 
local communities and must establish their CSI framework to empower the 
community by contributing towards the socio-economic growth. Businesses that 
have minimal communication or interaction with their stakeholders can increase 
lack of interest from a society about their products or services, which may threaten 
the growth of the company and affect its corporate reputation. To achieve 
responsibility, the organisation needs to nurture their relationships with 
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stakeholders and engage in an authentic dialogue to share information about CSR 
(Siltaoja, Malin & Pyykkönen, 2015:456). Stakeholder engagement is important 
when the company wants to consult with the local community and encourage a 
multi-stakeholder approach, to understand the community expectations and 
strengthen community relations. Petroleum companies need to communicate more 
often about environment sustainability plans and measures, to proactively avoid 
triggering community unrest in the future. 
 
References 
 
1. Aghalino, S.O. & Eyinla, B. (2009), “Oil 
Exploitation and Marine Pollution: Evidence from 
the Niger Delta”, Nigeria. J Hum Ecol, Vol. 28, 
No. 3, pp.177-182. 
2. Ako, R.T. (2012), “Re-defining corporate social 
responsibility (CSR) in Nigeria's post-amnesty oil 
industry”, African Journal of Economic and 
Management Studies, Vol. 3, No. 1, pp.9–22. 
3. Bekmeier-Feuerhahn, S. & Eichenlaub, A. (2010), 
“What makes for trusting relationships in online 
communication?” Journal of Communication 
Management, Vol. 14, No. 4, pp.337-355. 
4. Benson, D.F., Brau, J.C., Cicon, J. & Ferris, S.P. 
(2015), “Strategically camouflaged corporate 
governance in IPOs: Entrepreneurial masking and 
impression management”, Journal of Business 
Venturing, Vol. 30, No. 2015, pp.839-864. 
5. Benson, D.F., Brau, J.C., Cicon, J. & Ferris, S.P. 
(2015), “Strategically camouflaged corporate 
governance in IPOs: Entrepreneurial masking and 
impression management”, Journal of Business 
Venturing, Vol. 30, No. 20015, pp.839-864. 
6. Campbell, F.E., Herman, R.A. & Noble, D. 
(2006). “Contradictions in “reputation 
management”, Journal of Communication 
Management, Vol. 10, No. 2, pp.191-196. 
7. Crumpton, M.A. (2011), “The value of 
transparency”, The Bottom Line, Vol. 24, No. 2, 
pp.125-128. 
8. Deitch, D., Koutsenok, I. & Ruiz, A. (1999), “The 
relationship between crime and drugs: what we 
have learned in recent decades”, Journal of 
Psychoactive Drugs, Vol. 32, No. 4, pp.391-397. 
9. Denscobe, M. (2004), The good research guide: 
for small-scale social research projects, 2nd ed. 
Berkshire: Open University Press. 
10. Freeman, E.R. (1984), Strategic Management: A 
stakeholder approach, Boston: Pitman. 
11. Golgeli, K. (2014) “Corporate reputation 
management: the sample of erciyes university”,  
Procedia - Social and Behavioral Sciences, Vol. 
122, No. 2014, pp.312–318. 
12. Golob, U., Lah, M & Jančic, Z. (2008), “Value 
orientations and consumer expectations of 
corporate social responsibility”, Journal of 
Marketing Communications, Vol. 14, No. 2, 
pp.83–96. 
13. Guercini, S. (2014), “New qualitative research 
methodologies in management”, Management 
Decision, Vol. 52, No. 4, pp.662–674. 
14. Harding, J. (2013), Qualitative data analysis from 
start to finish, Los Angeles: SAGE Publications 
Ltd. 
15. Idemudia, U. (2011), “Corporate social 
responsibility and developing countries: moving 
the critical CSR research agenda in Africa 
forward”, Progress in Development Studies 11, 
Vol. 1, No. 2011, pp.1–18. 
16. Labour Force Survey. (2011), Creating new 
business opportunities for young women and men 
in South Africa.  https://www.thedti.gov.za, 
[Accesed: 4.7.2016] 
17. Lee, T.H. (2017), “The status of corporate social 
responsibility research in public relations: A 
content analysis of published articles in eleven 
scholarly journals from 1980 to 2015”, Public 
Relations Review, Vol. 43, No. 2017, pp.211–218. 
18. Leedy, P.D. & Ormrod, J.E. (2014), Practical 
research: planning and design, 10th ed., London: 
Pearson Education Limited. 
  2
19. Lim, M. & Yang, Y. (2016), “The effect of 
authenticity and social distance on CSR activity”, 
Social Responsibility Journal, Vol. 12, No. 3, 
pp.397-414.  
20. Maier, C.T. 2015. Public relations as humane 
conversation: Richard Rorty, stakeholder theory, 
and public relations practice. Public Relations 
Inquiry, 4(1):25-39. 
21. Mcdonald, C.J. (2016) We’re Friends Right? 
Dialogical Strategy Effects in CSR Facebook 
Posts on Perceived Organizational Trust and 
Authenticity”, School of Communications - 
Brigham Young University: Master of Arts. Pg. 1-
97. 
22. Mersham, G.M & Skinner, C. (2016), “South 
Africa’s bold and unique experiment in CSR 
practice”,  Society and Business Review, Vol. 11, 
No. 2, pp.110-129. 
23. Park, H. (2017), “Exploring effective crisis 
response strategies”, Public Relations Review, 
Vol. 43, No. 2017, pp.190–192. 
24. Poolthong, Y. & Mandhachitara, R. (2009), 
“Customer expectations of CSR, perceived service 
quality and brand effect in Thai retail banking”, 
International Journal of Bank Marketing,  Vol. 
27, No. 6, pp.408–427. 
25. Ralehoko, K., Oksuitycz-Munyawiri, A. & 
Maleho, L.M. (2017), “Communicating a 
petroleum company’s identity through corporate 
social investment as image building among 
community stakeholders”. MTech dissertation 
[unpublished]. The Vaal University of 
Technology. 
26. The Republic Of South Africa. (2011), National 
development plan – 2030. 
http://www.gov.za/sites/www.gov.za/files/Executi
ve%20Summary-NDP%202030%20-
%20Our%20future%20-
%20make%20it%20work.pdf,    [ Accessed: 
02.08.2017] 
27. Rindell, A (2013), “Time in corporate images: 
introducing image heritage and image-in-use”, 
Qualitative Market Research: An International 
Journal, Vol. 16, No. 2, pp.197–213. 
28. SA Places (2017), Sasolburg. 
https://www.places.co.za/html/sasolburg.html, 
[Accessed:10.12.2017] 
29. Sandberg, M. & Holmlund, M. (2015) 
“Impression management tactics in sustainability 
reporting”,  Social Responsibility Journal, Vol. 
11, No. 4, pp.677-689. 
30. Siltaoja, m., Malin, v. & Pyykkönen, m. (2015), 
“We are all responsible now’: Governmentality 
and responsibilized subjects in corporate social 
responsibility”, Management Learning, Vol. 46, 
No. 4, pp.444–460. 
31. Statistics South Africa. (2017),  Statistic by place. 
http://www.statssa.gov.za/?page_id=993&id=mets
imaholo-municipality, [Accessed: 10.12.2017] 
32. Stokes, D. & Bergin, R. (2006), “Methodology or 
“methodolatry”? An evaluation of focus groups 
and depth interviews”, Qualitative Market 
Research: An International Journal, Vol. 9, No. 1, 
pp.26-37. 
33. Tortorella, G.L., Viana, S. & Fettermann, D. 
(2015), “Learning cycles and focus groups”, The 
Learning Organization, Vol. 22, No. 4, pp.229-
240. 
 
